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Abstract. The economic explanation of customer behavior in the purchasing process starts from
the assumption that buying represents a process of choosing products between different
alternatives, even under the influence of rational motives. Economic theory, which has given the
consumer economic explanation, assumes that homogeneous buyers are present on the market
and they behave in a foreseeable manner. The consumer person is seen as a rational buyer who
has general information about the market and tries to maximize the expected value of money,
time and spent effort. The customer is determined to purchase those products and services that
will bring greater satisfaction by taking the price as one of the most important factors in the
decision making process for purchasing. Thus, the customer, based on the information they
possess, distinguishes between homogeneous products and decides on the lowest-price. In
addition to the price in consumer behavior, other factors such as income and factors as quality,
service, promotion etc. However, the explanation of economic theory is mostly oriented towards
the product, rather than to the consumer, paying particular attention to price and income.
Keywords: consumer behavior, products, factors, revenue, quality, price.

Introduction
An important feature of economic theory is that it deals with multiple assumptions about
consumer behavior. Among the most important assumptions in consumer behavior is: the rational
behavior, preferences, information, budget constraints and unmet needs.1 The question arises as
how many of these assumptions are realistic, whether the consumers behave rationally, are they
equally informed, do they have approximately the same financial resources, and so on. Although
the assumptions that the data represent a solid foundation in which the contemporary economic
theories for consumer behavior are developed. In our analysis of the economic explanations
regarding consumer behavior, will be taken into consideration, first of all, the effects of price and
income on the behavior of pre-consumer customers, while purchasing and after making the
purchase decision, customer choice theory, elasticity of price and of income demand and its
impact on consumer decision making.
The theoretical explanation of the economic dimensions of consumer behavior will have a
practical application in our research where the price and income will be the subject of analysis
as factors influencing consumer decisions in the process of purchasing a products.

1

John C.Mowen,Consumer behavior,2nd edition, The Macmillian Publishing Company, New
York, 1990.p.676
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The impact of the price and income in the process of customer
decision making before purchase, during purchase and after
purchase decision
Due to the clarification and understanding of the economic explanation of consumer behavior
in the market for personal consumption, it is necessary to include more economic aspects and
factors associated with that problem. The process begins with the act of purchase itself (decisions
before purchasing the customer), it continues during the buying time when it is resolved between
different brands of products (purchase decisions) and ends with the costumers’ behavior after the
completion of the purchase process. After the end of the process, consumers are experiencing a
degree of satisfaction or dissatisfaction with the purchased product, whether it will buy the same
product again or not (after-purchase decisions). In the upcoming parts of this paper work will be
given a detailed look at the impact of price and revenue in the decision-making process prior to
purchase, during purchase and after the purchase. Price and income as the most important factors
represent the basis for the quantitative dimensioning of consumption, or the total purchasing
power by which the consumer structure is also determined.
Price is one of the most important criteria for evaluation. Consumer choice often depends on
price. The price of products and services as well as the relationship between market prices
represent one of the most important factors of demand and consumption. During the non-change
of other consumer factors, price changes have the effect of changing consumption, primarily
depending on the size of the price change and the newly established price relationships in the
market. Price formation, regardless of the cost, takes into account the intentions of the companies,
such as gaining profit and, above all, meeting customer needs.
When making purchasing decisions, the customer often decides quickly. For this purpose, he uses
the trust he has for a particular company on the market, based on his previous experience, his
brand, and the experience and loyalty that he has towards certain brands in the market and the
price. The price in this direction is used when it is high and thus shows high quality. This finding
will also be verified by the results obtained through research where the brand of children's
Pampers, as a brand with high prices and high quality, is at the same time the preferred choice of
consumers on the basis of responses provided by the respondents.
When it comes to the price it should be mentioned that it represents the value of the general
demand. Price is a factor of particular importance to some customers but not to all of them. So if
a consumer does not pay the price that he thinks is too high, it does not mean that the price will
decrease in his opinion. Simply this means that other customers are willing to pay that price with
the opinion that that price is acceptable to them. Some customers would have paid even more in
order to buy the brand product with which they had a positive experience.
The main determinant of the real and potential demand in the market is presented through
customer incomes. Consumer incomes and their ability to purchase products make the consumer
market of particular interest in terms of our research. In this context of particular importance is
the analysis of the available income and the income of the consumers. The customer's disposable
income represents the sum of all income from all sources, such as salaries, interest from savings,
credit etc. These represent the amount of money available for savings or expense. There is a high
level of interdependence of disputable income and personal consumer consumption.
Discretionary revenues are part of the available income which remains after the consumer's
existential needs have been met. Increasing discretionary revenues affects consumption growth.
When deciding on purchases, the question is to decide which brand of products we will buy.
It is important to answer the question of which products consumers spend on disposable income.
The size of the revenue determines the ability to purchase, as well as the choice of brands for
current products in the market. This clearly speaks of the impact of income on consumption and
shows the strong link between them. The general economic rule is that with the increase in
revenue the purchasing power of the consumer increases and the income is reduced by their
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purchasing ability. While for some products the increase or decrease of income does not affect
the change of consumption.
It can be noted that when making purchasing decisions for products on the market for personal
consumption, specifically for children's pampers, consumers spend the available income. From
the results obtained from the research, consumers classify these products in the required product
group. These products are designed for extensive consumption that meets the needs for life. The
main feature of these products is the small elasticity in terms of price change, but also in terms
of revenue variation. Occasional changes in consumer incomes do not affect the income available
for the purchase of pampers.
To clearly see the impacts of price and revenue in the decision-making process for purchasing
customers, three stages will be considered: pre-purchase decisions, purchase decisions and postacquisition decisions. It is necessary to emphasize that in this paper special attention is paid to
the use of children's pampers who represent themselves as a specific category of products. On
the basis of the results obtained from the ongoing research, the impacts of price and income will
be considered in the above-mentioned phases.
The first stage is characterized by the need when purchasing customers. Presenting the need, also
called the problem review, is one of the central topics in the decision-making process for
purchasing. In this paper, this phase begins with the emergence of the need for children, who are
of an existential character in the process of growth and development of children. At this level of
decision-making for the purchase of children’s pampers, parents through researching and
gathering information on the offers of child-pampers of a special importance to the brand and
quality, while at this stage the impact of the prize and the income are as a second plan as a factor
for placement.
The second phase involves the act of acquiring it by choosing an alternative. In this case it is
about comparative alternatives that have similar characteristics that can be compared. Often, the
choice is the alternative that meets the tire criteria in terms of quality, price, available income
and characteristics of the personal product. Even at this stage of revenue impact, it remains
unchanged, as far as possible changes in purchase decisions during eventual price changes. Thus,
the existence of certain types of consumer packaging and the sale of complementary products
emphasize the impact of the price on the decision during the purchase act itself.
The last stage or post-acquisition decisions are related to the degree of customer satisfaction after
using the products. While the product meets their requirements and expectations, which are often
seen by customer feedback, is brought a decision for further purchase of that product. Under the
influence of eventual reduction of income, consumers are oriented towards the choice of existing
alternatives, so they choose the alternative with the lowest price. Under these conditions, the use
of a new brand of children's pimples will not cause consumers the level of satisfaction they
expect. In this case, often the consumers decide for the best for their children and return to the
higher price alerts and with higher need to meet.
We can conclude that the impact of price and income in the process before, during and after
purchasing customers for these types of products almost have no impact. Consumers do not take
as important impacts when they make decisions in potential price and revenue changes, but are
oriented towards quality that has a dominant influence on the decision-making process of
purchasing decisions.

Theory of choosing customers
The different situation in which the consumer is in different ways determines its choice. In
addition, concrete choice depends on concrete purchase, and the level of customer engagement
in the purchasing process is largely determined by the goals for which the buyer buys a particular
product or service. The buyer behaves differently when buying products for personal
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consumption because of meeting their personal needs, and buckles when they buy products for
someone else. This is confirmed by the research conducted in this paper where we analyze parents
as consumers when purchasing pampers for their children.
Today's consumers are faced with a wide range of products, brands, prices, and so on. It is
important to note that it is of particular importance for this paper to answer the question: To what
extent do consumers give their solution? The choice belongs to those products from which
consumers receive maximum value. The theory of consumer choice insists on revealing and
explaining factors influencing consumer behavior, why some converters are oriented to a certain
brand of a product type, while others prefer the other brand. The contemporary economy believes
that the theory of consumer choice comes out of four controversies, which at the same time are
shown as the basic elements that explain the behavior of consumers.2
First, among the goods and services available, the consumer who has a limited income always
chooses the best services that maximize their personal satisfaction.
Second, the taste of consumers enables them to classify and combine different goods again
depending on the pleasure they offer.
Third, the customer has a limited income they can spend.
Fourthly, the prices of goods that they can buy are given and well-known.
The first two assumptions are related to the theory of usefulness or satisfaction, while the other
two are in the sphere of real economic factors affecting consumer behavior.
The third and fourth element of customer choice theory together defines the budget constraint of
consumers. This term describes the different product groups that consumers can use. The budget
limitation indicates the limitation that customers decide to give to the income and market prices
of the given products.3

Conclusion
Consumers during decision making face unlimited choices while their income is limited. In
order to make the right choice, consumers must combine budget constraints and preferences
(what they want to consume) It can be said that with the limited income of the respondents with
given prices of children’s pampers, the one that plays an important role in brand selection is
taste and preference. Their orientation for the degree of satisfaction and benefit is manifested
through the reactions of the children as the primary user who will gain after using this type of
product. Satisfaction and usefulness will be at the maximum level only when quality as a key
feature of this product will comply with budget constraints as a choice that represents the
optimal or ideal combination for the chosen childrens pampers. For the theory of consumer
choice we can conclude that it explains how consumers choose what they want to do, as
described by their taste and preferences, and what the market will allow them to do, as described
in income and product prices. The choice theory enables us to predict how consumers will react
to changes in market conditions. It helps us understand the price and revenue elasticities that
will be the subject of our analysis in the coming part4.
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